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International marketing strategies are an important aspect of expansion 
into new markets for any business. A company must take cultural differences into 
account when trying to expand into a new country so their brand and experience 
aligns with consumers' expectations and desires. Since its inception in Seattle, WA, 
USA, Starbucks has expanded into 65 countries. Starbucks has used both 
standardized and localized strategies to attempt to be successful in different 
markets. This year, Starbucks has announced plans to expand into the Italian 
market beginning in Milan in early 2017. In the following report, I will make the 
argument that Starbucks must use a localized strategy through the adaptation of 
an aperitivo menu in order to have a possibility of being successful when entering 
the Italian market. This strategy can then be expanded and adapted into all 
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Significance The final findings of my research reveal a unique marketing strategy Starbucks can use to most effectively expand into Italy and adapted for other markets. Markets with high rivalry among firms and high power of buyers can be difficult to enter and find success in, but Starbucks has shown through its expansion into China that it is capable of doing so. The success or failure of the strategy I design will demonstrate if Starbucks is capable of finding success in its most difficult market, Italy. Italy is Starbucks’ most difficult market because of the country’s strong and prevalent coffee culture with which Starbucks’ products and atmosphere do not align. Since Starbucks is a major corporation that has had past success in problematic markets, the failure of expansion in Italy would demonstrate the inability of businesses to be successful in all markets, no matter how excellent their marketing strategies are. 
Marketing Background Products that succeed in one culture can fail in another if marketers fail to understand the differences among consumers. People in other cultures develop their own preferences that can be unlike a brand’s domestic consumers’ preferences.1 Therefore, a brand needs to decide if it should use a standardized strategy or a localized strategy to communicate with consumers, the former being 
                                                        




using a single marketing approach internationally and the latter being adapting to better fit a specific market.2 
Difficult Markets For the purpose of this thesis, I define a difficult market as one which has qualities that make it difficult for a new entrant to enter the market. A difficult market can be caused by numerous market characteristics, such as a small market size, low demand for products, and high barriers to entry. The aspects of a difficult market I refer to throughout this paper are high power of buyers and high rivalry among firms in the industry.3 Often, entrants to a market are entering an established industry that has already adapted to what consumers in that market desire from a product and know how to effectively market their products. If a brand is trying to enter a market with a product that does not align with consumers’ expectations of the product, demand could be low for the brand’s new, different product. EBay attempted to expand into China in 2003 but failed to succeed in the market because competitor TaoBao provided a consumer-to-consumer commerce platform with the characteristics Chinese consumers expected. TaoBao had the capabilities of seeing a seller’s online status and being able to instant message them through the site, which eBay failed to incorporate into its services.4 
                                                        
2 Solomon, Michael R. Consumer Behavior: Buying, Having, and Being. 11th ed. Pearson, 2014. Print. 
3 Solomon, Michael R. Consumer Behavior: Buying, Having, and Being. 11th ed. Pearson, 2014. Print. 
4 Ou, Carol Xiaojuan, and Robert M. Davison. "Why eBay Lost to TaoBao in China: The Global 




Standardization: Standardization is when a company uses a single marketing approach that can be used internationally.5 A standardized strategy works across different cultures and countries to promote a brand or product. A standardized marketing strategy also focuses on commonalities across cultures. Standardization can also be cost effective for a company because it is usually cheaper to produce one marketing campaign or advertisement that works across different markets than to create localized marketing campaigns for each market. Coca-Cola primarily uses a standardized marketing strategy to maintain low costs. Coca-Cola uses relatively standard brands, packaging, and distribution in its global markets.6 Because a standard marketing strategy works across different countries, Coca-Cola is able to effectively market to consumers while being cost effective. Overall, global standardization relies on the “development and distribution of standardized products world-wide to reap the maximum benefits from low-cost advantages.”7  In addition to Coca-Cola’s use standard packaging, distribution, and drink formula in all of its global markets, its marketing campaigns usually focus on values held across numerous cultures, such as love or happiness. Coca-Cola began the “Open Happiness” campaign in 2009, which played off of the commonly held value of happiness in numerous cultures. The campaign ran in the United States, the 
                                                        
5 Solomon, Michael R. Consumer Behavior: Buying, Having, and Being. 11th ed. Pearson, 2014. Print. 
6 Samiee, Saeed, and Kendall Roth. "The Influence of Global Marketing Standardization on 
Performance." JSTOR. Journal of Marketing, Apr. 1992. Web. 8 Mar. 2016.  




Philippines, Singapore, Canada, New Zealand, France, and numerous other countries. This is only one example of a brand using a commonality from across cultures to create marketing that is effective in numerous countries. 
Localization: Localization is the adaptation of a product, brand, or marketing campaign to better fit a specific market or country.8 A localized strategy is adapted for local markets and emphasizes the distinctions between cultures. In these cases, each foreign market is seen as a stand-alone local market worthy of significant attention and adaptation.9 However, this strategy can be less cost effective than standardization because of the innate requirement to produce different content for different markets.  A brand that famously localized its strategy is Oreo. Oreo was selling poorly in China until Oreo adjusted both the formula and packaging to make the product smaller and less sweet to adapt to local tastes. Oreo also ran advertisements to teach Chinese consumers the “right” way to eat an Oreo: the twist, lick, and dunk. After adapting its product and advertisements to better fit China’s culture, Oreo found much more success in the market. 
                                                        
8 Solomon, Michael R. Consumer Behavior: Buying, Having, and Being. 11th ed. Pearson, 2014. Print. 




Global Brand Market Segmentation Global brands are brands that are recognized throughout the world. Global brands often segment the consumer market into the four following groups of different types of consumers:10 
Global citizens: Consumers who see global success as a sign of quality in a brand and are concerned with corporate social responsibility toward the local countries the company is in. 
Global dreamers: Consumers who readily buy products from global brands because they see their products as high quality but are less concerned about corporate social responsibility toward local countries. 
Antiglobals: Consumers who are skeptical that global companies provide higher quality products than local companies. 
Global agnostics: Consumers who do not use a brand’s global qualities to make their purchase decisions. A standardized approach tends to work the most successfully on global citizens. This segment of the market is the most likely to react positively to a brand globalizing, since these consumers see globalization as a sign of high quality products. A global approach (how a brand spreads throughout the world) can also work on global dreamers for the same reasons.  Although there are cost benefits to using a standardized approach, a localized strategy can be more successful in swaying more consumers to buy a product.                                                         




Localization can increase revenue and market share through focusing on the needs of customers in a unique market. Localization also makes a brand more responsive to the needs in a market and allows for faster adaptation. These benefits are what a brand takes into account before deciding if a globalized or localized strategy will be more effective.  Localization can also help reach the two other market segments, antiglobals and global agnostics. As these groups are either skeptical that global companies provide higher quality or are not swayed by the global factor of a company, localization can help demonstrate the quality of the brand locally. 
Starbucks Background: The first Starbucks opened in 1971 in Seattle’s Pike Place Market. In 1983, Starbucks chairman and chief executive officer Howard Schultz traveled to Italy and was fascinated by Italian coffee bars.11 He wanted to bring the experience of the traditional Italian coffeehouse to the United States.   The goal of Starbucks has always been to provide a “third place”12 apart from home and work for consumers to relax, socialize, listen to music, or just be alone. Starbucks is focused on creating an experience around drinking coffee, just like 
                                                        
11 "Company Information." Starbucks Coffee Company. Web. 25 Oct. 2015. 
12 Moon, Youngme, and John Quelch. “Starbucks: Delivering Customer Service.” Harvard Business 




what Schultz experienced in Italy. After this experience grew popular successful in the United States, Starbucks expanded their brand in other countries.  Before choosing a new market to enter, Starbucks evaluates the country through “focus groups, quantitative market assessment, and detailed identification of appropriate business partner.”13 Starbucks researches markets to decide if and how to enter new international markets. Starbucks’ earliest international expansions were into Canada in 1988 and Japan in 1995. However, the most interesting Starbucks international marketing strategies have been when the brand expanded into China in 1999 and Australia in 2000.14 Starbucks used a globalized strategy when entering the Australian market and transplanted coffee shops practically identical to United States Starbucks locations. In contrast, Starbucks used a localized approach when entering China and altered both their products and store to better fit Chinese consumers’ expectations and fulfill consumers’ desires. 
Starbucks: China Many critics thought Starbucks would be unsuccessful in China because of the country’s strong tea culture, but Starbucks proved them wrong by “seemingly creating their own market and their own third place experience.”15 China was 
                                                        
13 Moffett, Michael, and Anant Sundaram. "Planet Starbucks (A)." Thunderbird Case, 2 Apr. 2003. Web. 
25 Oct. 2015.  
14 Moffett, Michael, and Anant Sundaram. "Planet Starbucks (A)." Thunderbird Case, 2 Apr. 2003. Web. 
25 Oct. 2015.  
15 Moffett, Michael, and Anant Sundaram. "Planet Starbucks (A)." Thunderbird Case, 2 Apr. 2003. Web. 




originally a difficult market for Starbucks due to the country’s tea culture. Because consumers had a preference for tea instead of coffee, there was originally a low demand for Starbucks coffee. Because of this, Starbucks altered stores and products to adapt to local tastes in China. Their locations were larger with more seating because consumers went to coffee shops to linger, unlike U.S. consumers who grab coffee on the go. Starbucks also introduced Chinese teas and foods, such as mooncakes, to align with what consumers desired from their coffee experience. This localized strategy has been successful for Starbucks since it expanded into China. In 2014 alone, Starbucks experienced a sales growth of 9% and store growth of 1,132 company-operated and 3,492 licensed stores in China and Asia Pacific.16 Today, Chinese consumers frequently socialize or have business meetings in the morning at Starbucks. The expansion of the marketing strategy proposed later in this thesis will create a reason and opportunity for consumers to go to Starbucks later in the day. 
Starbucks: Australia In contrast to Starbucks’ success story in China, Starbucks greatly failed at creating a market for their third place experience in Australia. Today, Starbucks has only 25 coffee shops open in Australia.17 The biggest mistake Starbucks made when entering this market was choosing to not adapt itself to suit Australians. Starbucks imposed themselves into numerous locations at once and charged more than their 
                                                        
16 Moon, Youngme, and John Quelch. “Starbucks: Delivering Customer Service.” Harvard Business 
School, 10 July 2006. Web. 25 Oct. 2015. 




already well-established competitors. Starbucks also did not alter its products for Australian stores, which led to consumers describing their coffee as “bitter, weak coffee augmented by huge quantities of milk and sweet flavoured syrups.”18 Each of these factors added to the dislike Australian consumers had for Starbucks. If Starbucks had implemented a localized strategy like it did in China, these mistakes could have all been avoided. 
Italian Coffee Culture Background: Italian coffee culture strongly contrasts with the Starbucks brand. Starbucks products are primarily expensive specialty coffee beverages with large quantities of milk, while Italian coffee is stronger and at a fraction of the price. Some Europeans are of the opinions that “the Italian café is a culture that the Americans have repackaged.”19   Part of my primary research further determined the characteristics of Italian coffee culture and preferences. Through a focus group with participants from Italy, I was able to determine the expectations of cafes and reasons for going to cafes that Italian consumers have. This will be discussed in more depth in the analysis of the focus groups later in this report. 
                                                        
18 Mescall, John. "Starbucks in Australia: Where Did It Go Wrong?" ABC News. 28 Sept. 2010. Web. 24 
Oct. 2015.  
19 Askin, Jennifer. "Starbucks Set to Rock Italy's Cafe Culture." ABC News. ABC News Network, 30 Apr. 





Secondary Research The secondary research used in this report pertains to the general factors that affect the ability of Starbucks entering the Italian market. The texts focus on international brands, Starbucks coffee culture, Starbucks’ international expansion, and Italian coffee culture. Overall, the secondary research I have found has helped explain how Starbucks and other brands find success in foreign markets and what mistakes have been made.  












a second culture in Italy will be at the very least difficult and most likely impossible if Italian consumers do not value American brands and products.  Analysis of the option to change Starbucks products to align with Italian expectation should prove to be the safest successful option of the three options. Starbucks’ weak, milky coffee will be unsuccessful with native Italians, who are accustomed to high quality, strong coffee. Maintaining the same products Starbucks has in other countries will only be successful with tourists and cause Starbucks to miss out on a large portion of the market. Results should determine that Starbucks has to adjust in some way to meet Italian expectations. 




Cuba relations. An inability of Starbucks to successfully enter the Italian market will illustrate the brand’s inability to convince consumers of the merit of its products and will prove that while marketing strategies can make brands successful in new markets through adaptation, marketing cannot cause consumers to buy what they don’t want. 




asked about their brand loyalty to cafes. The Italian focus group was asked about their experience at cafes in the U.S. and if they would change their behavior when returning to Italy. 
Traveled Abroad Focus Group The participants in this focus group had varying favorite products, ranging from hot chocolate to chai tea to paninis and were willing to spend $3-4 on a drink. On average, they frequented cafes at least 2-3 times a week and valued convenience of location and speed of service over all other factors. They often went to cafes to study. They were also very willing to try new cafes but would not return if their first experience was negative. Characteristics of cafes that they wanted included jazz music, a relaxing atmosphere, ambient noise, friendly staff, and free Wi-Fi. They disliked long lines and crowds at cafes.  In comparison to their ideal café, they said Starbucks had the reliability and variety of flavors they desired, but had long lines, had a lack of seating, and was too crowded. When studying abroad, they all were quick to change their purchasing behavior to have the “experience” of living abroad by going to local cafes. They only went to Starbucks for the novelty of seeing how it was different in another country. 




cafes 2-3 times a week and valued quality over price when purchasing a specialty drink. They also preferred small local cafes over large chains, mainly because of the friendly staff. The participants stated friendly staff as one of the most important aspects of a café in addition to a calm atmosphere. All participants demonstrated loyalty to a café in the Eugene area.   The characteristics of Starbucks that they liked included the friendly staff and atmosphere when the café was not busy. They strongly disliked Starbucks’s busyness and lack of seating. Their main desire of Starbucks was a calmer atmosphere and smaller crowd so they could enjoy the speed of Starbucks’ service while having friendly interactions with the staff. 




When asked about their purchasing behavior if Starbucks opened in Italy, they stated the high price of Starbucks as the biggest factor as to why Italians would continue to go to Italian cafes instead of Starbucks. They also suggested Starbucks “fix” the type of coffee it uses by using Italian espresso. Although they didn’t seem to think Starbucks would be incredibly successful in Italy, they said people would still go 2-3 times a week, compared to how Italian consumers go to an Italian café at least every morning.  
Key Findings Participants in all focus groups were very willing to try a new café at least once. They all also preferred a calm atmosphere and friendly staff. The main problems they had with Starbucks included its long lines and crowds. The main aspects they liked about Starbucks included its reliability and speed. The most frequent words all participants used in relation to Starbucks were crowded, fast, and reliable.  However, American and Italian participants also had some strong differences in behavior. Participants from the United States were willing to pay around $5 for a drink while Italian participants preferred paying around one euro. Italian participants also went to cafes more frequently and to socialize instead of for a quick stop.  




program, “Saluti!”, in Italy. Starbucks will design an aperitivo menu to meet the needs of Italians while providing a novelty to travelers familiar with the brand. Most focus group participants valued price, quality, and socialization at cafes. Since Starbucks cannot gain a strong competitive advantage over Italian cafes in terms of price or quality, Starbucks should focus on socialization through the Cheers! aperitivo experience. In addition to the aperitivo providing the socialization aspect of going to a café, it will emphasize the calm, friendly atmosphere of the café. Starbucks can additionally differentiate from Italian cafes’ aperitivo menus by providing food and drinks from around the world. This will allow Italian customers to apply their usual coffee customs to a new café while Starbucks attracts international travelers to a unique experience they can only have in Italian Starbucks locations. This recommendation also has the possibility of expansion into other countries if the pilot program is successful in Italy. 





Methodology The survey consisted of 12 questions, 8 of which were about happy hour preferences, behaviors, and suggestions and 4 of which were demographic information questions (Appendix H). The survey had 113 respondents with 31 male responses 80 female responses. A majority of respondents were ages 21-30 or 51-60 (Survey respondent demographics in Appendix I). 




Recommendations Because a majority of respondents wanted cocktails, beer, and wine at a cheap price, Starbucks should focus on providing a world-wide assortment of beer and wine at a price lower than $7. It should also provide pizza and chicken wings as two parts of its aperitivo food menu. The aperitivo menu should run daily from 5-7 pm. Based on cross-tabulations between age, willingness to attend, and willingness to spend, Starbucks’ main target market should be women ages 51-60 but should also market to women ages 21-30. However, because much of the willingness to spend and frequency of attendance was spread equally across genders and ages, Starbucks’ marketing campaign should be attractive to all age groups and genders. These recommendations will successfully attract international travelers in Italy and native customers. 
Primary Research Biases and Limitations 
Qualitative Research A major bias in the focus groups was that all participants were between 19 and 26 years old, while the consumers Starbucks would be marketing to in Italy would have a wider range of ages. There was also a limited amount of Italian participants because of the difficulty of finding people from Italy who were currently in Oregon. 




nationalities and currently living in varying countries to determine its success internationally. There was also a slight bias through having less male respondents than would be desired. The last bias was through the phrasing of a question asking for suggestions for the proposed Starbucks “happy hour” idea. Some respondents misunderstood and thought happy hour was for coffee beverages and did not include alcoholic beverages. This also could have biased their response for their likelihood to attend. 
Integrated Marketing Communication Plan 




Target Market The proposed target market for Starbucks is women ages 51-60 who go to cafes for social interactions. This target market was attractive because the consumers were more willing than other segments to pay a higher price for café products and was more likely to attend a Starbucks happy hour. Their behavioral needs for socialization also align with the current Starbucks atmosphere of having plenty of seating for groups and friendly staff. The other segments were less attractive because the pick-up consumer segment is unlikely to sit down at a café for an aperitivo and the work/study consumer segment is less likely to want to sit down at a café during the hours an aperitivo would traditionally be served. 
Primary Target Market: Women Ages 51-60: 
 
In addition to the target market consumer being a women age 51-60 looking to fulfill 
socialization needs, the target market consumer primarily goes to happy hours with 
friends or spouses during the week. The consumer frequently socializes with groups of 




regularly uses Facebook to communicate and post about activities and find out about 
new activities from friends.  
Secondary Target Market: Women Ages 21-30: 
 
The secondary target market is women age 21-30 looking to fulfill socialization needs 
because this segment was almost as attractive as the primary target market. The 
consumer in this target market frequently socializes with friends and significant others 
in bars, parties, restaurants, outdoor activities, travel, and school. The consumer also 
uses a wide range of social media, including Twitter, Instagram, and Facebook.  




regular customers. This also fulfills the expectation Italian consumers have of a relationship with a café’s owners or employees.  Another way Starbucks will position itself is through use positioning, when a product is shown in a person’s lifestyle. Because the aperitivo menu and experience is part of a consumer’s lifestyle choices, marketing will focus on the consumers experience with the products and services of the Starbucks aperitivo menu and hours. These positioning choices line up directly with the target market’s expectations of socialization with staff and friends when going to a café.  
Integrated Marketing Communication Toolbox 




 Reaching out to Italian bloggers will also be a successful tool for marketing the Starbucks aperitivo menu. Bloggers are one of the biggest influencers over consumer behavior in Italy. Starbucks should invite popular Italian food bloggers to the first night of its aperitivo menu so they can experience it firsthand before the general public. Starbucks should also give popular food bloggers a few coupons they can use to try free drinks at the new Italian Starbucks locations so they have a financial incentive to try Starbucks products and then tell their blog followers about their experience. 
Offline The main offline marketing tool Starbucks should use in Italy is street marketing through posters and advertisements in and around store locations. Traditional street marketing is still incredibly effective in Italy. Additionally, according to focus group discussions, travelers in the area often glance down a street to decide where to go. In these cases, a poster on a street or in their store windows could attract consumers to Starbucks. As a smaller aspect of offline marketing, Starbucks will need to create the coupons for free drinks to give to popular Italian food bloggers, as stated above. 




wings (Menu in Appendix S). Starbucks employees should maintain the friendly atmosphere through excellent service and small talk. The Starbucks location itself should have comfortable seating, a lot of tables, dim lighting, and cool or dark colors (such as blues and dark earth tones) to maintain the calm atmosphere of the experience. However, marketing for the experience should use bright colors, including the Starbucks green, to catch potential customers’ attention. This will provide the target market and other segments with the ability to socialize with friends and staff in a calm atmosphere. It will also increase Starbucks’ revenue by providing a new set of products to consumers at a time that Starbucks experiences a lag in business. It should specifically attract Italians through its incorporation of the aperitivo because it is already a major part of Italian coffee culture. It’ll differentiate from Italian cafes through its specialized menu, which will also appeal to Italian customers. These aspects of the campaign should successfully attract both Italian consumers and international travelers while reaching both the target market and other segments. 








the specific products and deals included in the aperitivo menu instead of the general concept on the street posters. This will convince consumers that are close enough to consider going to Starbucks to actually try the aperitivo. These in-store and street posters will spread the word about the aperitivo and convince consumers to try it at Starbucks. 
Financials 
Italy Expenses Social Media: Salary of Marketing Manager: $170,000 (Estimate from past salaries of Starbucks Marketing Managers) 
Per Location Expenses Bloggers: 
• Drinks and food: $700 
• Employee wages during event: $180 
• Coupons: $360 Estimated Bloggers Total: $1,240 Posters: $1,000 Total expenses per location: $2,240 




addition to the cost of the Marketing Manager’s salary. The financial plan is well within the budget of the company.  




Cheers! aperitivo campaign is successful, Starbucks can expand it to other locations. If it fails, Starbucks can shut it down without facing extreme losses. 
Expansion Initially after finding success of the aperitivo in Milan, Starbucks should expand the aperitivo into other major cities of Italy and slowly into smaller cities. Eventually, if the aperitivo continues to be successful, Starbucks should expand it into other countries. Initially, it should be expanded into the United States and China, as these are two countries that Starbucks is popular in. The worldwide menu will also appeal to consumers in other countries because of its novelty compared to other happy hours that consumers may have experienced. After finding success in China and the U.S., Starbucks can slowly expand the aperitivo into all of its locations worldwide and enter into other difficult markets, such as Cuba and Cambodia. 










Appendix B: Abroad Focus Group Demographics 
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Appendix D: Italian Focus Group Demographics 
  
 












































We’re tape recording so we don’t miss any of your comments since we can’t write fast enough to get all of your comments down. We will be on a first name basis today but we won’t use any names in our report.   Let’s begin. We’ve placed some cards on the table to help us remember each other’s names. 
 




What are your favorite Starbucks products?  What is your opinion of the Starbucks atmosphere?  
Non-Travel Focus Group:  Do you usually go to the same café? Why?  Have you tried other cafes, such as local if you go to a chain or chains if you go to a local?  Are you more willing to go to a new café when someone is going with you?  Which café would you go to and why? (First with logos of Eugene cafes, then with logos of foreign cafes)  
Traveled Abroad Focus Group: 
 While abroad, did you purchase products from familiar companies? (Starbucks, McDonalds, H&M, etc.)  Did you and when did you begin to try new/unfamiliar foreign brands?  When and why did you first go to a local/chain of that country café? Did someone take you there?  Were the processes of ordering, drink names, etc. unfamiliar or daunting at new cafes?  Which café would you go to? (Foreign brand logos)  
Italian Focus Group: 




Before coming to the US, did you prefer US or Italian brand cafes? Did you start going to Starbucks more after coming to the US? Will you continue to go to Starbucks when you go home for an extended period of time? (If they indicate they go to Starbucks now) 
 
 




































































 7: I like Costa. I think they’re sorta trying to get on that Starbucks game with the logo (Laugher).  6: This one looks interesting (points at Sciascia Caffe)  8: I think it looks just like it has too much going on. I like really simple logos.   4: I also can’t pronounce it (Laughter).  3: The Harris one looks like it’s like a financial company (Laughter).  4: Or like a clothing place.  3: It’s boring  4: I feel like I’d buy jeans from there  3: Yeah.  M: Ok cool. Well this is the end of the focus group so I’m just gonna tell you a little about these. This one (Sciascia Caffe) is actually a small but very popular café in Florence? I think. Rome? I can’t remember. Somewhere in Italy.   2: There’s one in Rome  M: Oh ok. But it’s really popular so I found it interesting that you (Participant 6) were the only one who pointed it out but um. I was mainly trying to see if you would go for these (Italy cafes) or if you’d stay with the familiar ones (Laughter). Ok well that’s everything. Thank you guys for coming and being in my focus group. If you want me to tell you more about my thesis once I throw everything together, then I can. Yeah thanks for coming in and feel free to grab more food as you leave.  
























































4: Probably illy because I’ve heard of them before. and like even though I don’t think I’ve actually seen their coffee house but their coffee is sold at other places so that like how I’ve seen them before. So just probably cause I know them the beset.  1: I’d probably go to Costa Coffee first for the same reason as last. just I want coffee; I want to see the word coffee. Uh just looking at the logo, Harris & Hoole that looks like a law firm. Obviously if I saw it on a storefront, it wouldn’t be the same but if I’m like looking down the street, I wouldn’t even think about that. Same with this one [doppio].  2: I’m on the same page. I agree with the imagery and the actual text, coffee, you see a coffee bean, that just instantly strikes a chord, like coffee, ok I’m gonna go there. but Harris & Hoole, it actually has a modern look to it and I feel like that would be a cool place to go in terms of like consumer friendliness. If I do notice and like look in the window and see it’s a coffee shop, I’m gonna give it a shot because they probably are trendy. Kind of on the same page as Starbucks but it’s different. um yeah I like simple, though, like this whole Pascucci thing is, they’re trying to do too much. Um I like something that’s straight-forward, to the point.   3: Yeah I like that one [illy]. Like I know I’ve seen it before so it seems a little familiar. I don’t know if I’d place if it was coffee or anything but I might. And then I like these two just cause they’re very clear and simple and like I would easily get that’s a coffee shop.   M: Alright. Well that was my last question so thank you guys for coming in today. Got lots of good info about what atmosphere and drinks and everything you guys want from a cafe.  








































 Q1: Which foods would you purchase at happy hour? (click all that apply) 
 Chicken wings (1) 
 Noodles (2) 
 Fried rice (3) 
 Pizza (4) 
 Ice cream (5) 
 Nuts (6) 
 Prosciutto (7) 
 Olives (8) 
 Other (9) ____________________  Q2: How much would you pay for food at happy hour? 
 Less than $5 (1) 
 $5-6 (2) 
 $6-7 (3) 
 $7-8 (4) 
 $8-9 (5) 
 $9-10 (6) 
 More than $10 (7)  Q3: Which drinks would you purchase at happy hour? (click all that apply) 
 Soda (1) 
 Tea (2) 
 Coffee (3) 
 Wine (4) 
 Beer (5) 
 Spritz (6) 
 Cocktails (7) 
 Other (8) ____________________  Q4: How much would you pay for a drink at happy hour? 
 Less than $6 (1) 
 $6-7 (2) 
 $7-8 (3) 
 $8-9 (4) 
 $9-10 (5) 




 Before 5 pm (1) 
 Between 5 and 6 pm (2) 
 Between 6 and 7 pm (3) 
 Between 7 and 8 pm (4) 
 After 8 pm (5)  Q6: How often do you go to happy hour? 
 Less than once a week (1) 
 Once a week (2) 
 1-2 times a week (3) 
 3-4 times a week (4) 
 5-6 times a week (5) 
 7 times a week (6)  Q7: If Starbucks had a happy hour offering foods and drinks from around the world, how likely would you be to go? 
 Extremely likely (1) 
 Somewhat likely (2) 
 Neither likely nor unlikely (3) 
 Somewhat unlikely (4) 




 Under 21 years old (1) 
 21-30 years old (2) 
 31-40 years old (3) 
 41-50 years old (4) 
 51-60 years old (5) 
 61-70 years old (6) 
 Over 70 years old (7)  Q10: What is your gender? 
 Male (1) 
 Female (2) 
 Prefer not to respond (3)  Q11: What is your occupation? (check all that apply) 
 Student (1) 
 Self-employed (2) 
 Employed: (3) ____________________  Q12: What is your nationality? (e.g. American) 






Appendix K: Univariate Survey Results: Willingness to Pay at Happy Hours 
Price for Food Purchases: 
 
Price for Drink Purchases 
  






Appendix M: Univariate Survey Results: Preferred Hours to Attend Happy Hour 
  
Appendix N: Univariate Survey Results: Likelihood to Attend Starbucks Happy 
Hour 
  
Appendix O: Cross-Tabulation: Age and Likelihood of Starbucks Happy Hour 
Attendance 




Appendix P: Cross-Tabulation: Gender and Likelihood of Starbucks Happy Hour 
Attendance 
  
Appendix Q: Cross-Tabulation: Age and Willingness to Pay at Happy Hour 
 






Appendix S: Segmentation 
  
Male Female 
Under 21 Years Old 21-30 Years Old 31-50 Years Old 
51-60 Years Old 







Appendix T: Aperitivo Menu* 




Appendix U: Social Media Posts on Twitter and Facebook 
 
English Translation: Join us at our Milan cafe for an aperitivo tonight! Try food and drinks from around the world from 5-7. #LetsGetAnAperitivo  
 




Appendix V: Blogger Invitation Front: 
 Back: 
  
 English Translation: 




Back: You are invited to the debut of Starbucks’ new aperitivo menu in Milan. The exclusive event is from 5-7 on January 18th, 2017 and will have food and drinks from around the world. See you there!  Your acceptance is greatly appreciated. Kindly reply no later than the 4th of January, 2017.  For more information, contact italia@starbucks.com  
Appendix W: Blogger Coupon 
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